
Attention! 
Update

24/10/2024



Who am I and what do I know 
about it??
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Why?
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Attention 
Landscape
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Need for Standardisation or just 
clarification?
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Previous studies have 
shown that Generally, 
Attention drives Brand 
recall & Choice



Attention data 
mapped to Carbon 
Emissions scores 
allows us to be more 
choiceful and limit 
waste
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APM vs Carbon 
Emissions by Publisher



We Understand the Drivers of Attention

Attention Potential
TOTAL MEDIA EXPERIANCE
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Targeting

In / Out Market

Brand alignment 

Creative

Format Suitability

Brand Strength
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How much attention do we 
need?
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What’s the role for Attention data?
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Reach

Attention

Impact

Outcome



Media Choices Can Widen the 
Funnel…
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Reach

Attention

Impact

Outcome



Good Creative and Relevance can convert 
Attention to Impact 
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Reach

Attention

Impact

Outcome
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What Do 9,000 Brand Lift Studies Teach 
Us About Attention & Memory?



Full Methodology

Analysed 

campaigns

9089

Respondents

1,879,764

(Viewable) 

Impressions

5,618,088

Viewed 

Impressions

2,400,929

Total viewed 

seconds

3,771,280
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Combining Metrics for Brand 
Outcomes

Viewability Frequency Attention data Brand lift
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6 Key 
Findings



Attention and Brand Outcomes are Closely 
Correlated 
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KEY LEARNING

01.
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Biggest Percentage Increase 
is in Preference and Action 
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KEY LEARNING

02.
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Aggregate 
Attention Time = Crucial 

© Havas Media Network 2024 20

KEY LEARNING

03.



Frequency Drives Attentive Reach & 
Attention Time
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KEY LEARNING

04.
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Achieving Effective Frequency is a 
Challenge
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REALITY 
CHECK
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Finding the Optimal Frequency to Drive 
Optimal Attention 
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KEY LEARNING

05.
Total attentive seconds across all impressions

0 - 0.5 0.5 – 1 1 - 1.5 1.5 - 2 2 - 3 3 - 5 5+

Viewable 
frequency

1 -1.6% -1.3% -1.8% -1.4% -1.5% -0.5%

2 -1.4% 0.5% 0.3% -0.1% -0.1% -0.1% 0.3%

3 -1.6% 0.6% 1.5% 1.1% 0.9% 0.8% 1.3%

4 -3.0% 0.7% 2.0% 3.1% 2.2% 2.4% 1.7%

5 -1.2% -0.3% 2.6% 2.2% 2.9% 2.8% 2.7%

Awareness



Two key Strategies for Driving Cost-Effective 
Attention
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KEY LEARNING

06.

Objective: 

Awareness & Consideration 
Objective: 

Preference & Action Intent 



This is a TV conference Jon… What about TV?
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Attention data has the potential to tell us more about human 
experiences with our ads
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If Attention to the show is high, this is reflected in the 
ad breaks
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TV Attention Decays are slow, 
much slower than in Online Display
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CPMs rarely tell you anything about the value of media
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TV Appears to be an ’attention bargain’
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And it’s no surprise that this is reflected in TV’s continued 
positive ROI
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MMM and Econometrics struggle to 
deal with the nuances across AV 
ecosystem, often bucketing into 
Linear TV, BVOD, YouTube & ‘Other’ 
but the ecosystem is far more 
complex than that.

Attention data in AV 
planning



Final Thought
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Thank You!
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NOTICE: Proprietary  & Confidential

All the content of this document (text, figures, lists, 
financial information, graphics, design, diagrams, as well 

as other graphic elements and/or audio and videos), 
whichever the format used (paper or electronic), is 

confidential and proprietary to Havas Media Network. 
This document includes ideas and information based on 

the experience, know-how, intellectual/creative effort of 
Havas Media Network. For these reasons, this material 

shall not be used, reproduced, copied, disclosed, 
transmitted, transformed, commercialized or 

communicated, in whole or in part, neither to third 
parties nor to the public, without the express and 

written consent of Havas Media Network.

Havas Media Network © All rights reserved

This presentation is not a contractual proposal and has 
no binding effects for any Havas Media Network 

company until a final and written contract is entered into 
between the parties.
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